I n the world of sales, it is often said that "it's easier to close the initial sale than in actuality, keeping it closed." What that means is that salespeople all over the world are tasked with the job of selling a product or service to a defined market. In many cases, once the sale is made, the salesperson goes on to selling the same product to a new group of prospects. It's the old, "one and done" mentality for those salespeople. That's good for people who sell products/services that don't have to renew.
In selling products/services to the library market however, these sales reps are selling their wares in an annuity business. That means that if Pete, the regional salesperson for an aggregator sells Database "A" to the library in June of 2015, he will most assuredly be back to renew that product in early 2016. "One and done" doesn't work in our business.
Companies that provide database services to libraries in the information industry place significant emphasis on their salespeople to be renewing products sold in the previous years. That's because the revenue derived from those renewals is a crucial part of the company's financial health. Therefore, much attention is paid to making sure that salespeople sell a healthy mix of new and at the same, make sure that the majority of the renewals in their respective territories are secured.
Given this fact, information providers invest huge sums of money in CRMs for their customer-facing staff. This is the acronym for "Customer Relationship Management." It represents an approach to managing a company's interaction with current and future customers. It often involves using technology to organize, automate, and synchronize sales, marketing, customer service, and technical support.
By using the company's internal CRM, the salesperson knows well in advance when the current subscription(s) are up for renewal, current price of those subscriptions in relation to last year's price, how many times the customer has been contacted, if there were any unresolved problems associated with the customer, etc. In short, the good, the bad, and the ugly about all aspects of the customer appears on the screen. The reality, however is that the CRM can only guide because ultimately, the salesperson and the librarian must interact with one another to achieve their mutual goals. So, once the sale is made, all efforts on the part of the sales rep will be to prepare for the renewal discussion, while at the same time figuring out new products that would fit for the customer's portfolio. Because both the company and a smart sales rep keenly understand that "No customer is a customer until they renew." So, once the paperwork for a new business sale has been approved by both sides, and a date for the subscription to begin has been determined, what happens next? Here's what it should look like for the mutual success of both parties as they pursue a path leading up to the next year's renewal:
ü about it to the library staff? Do they like it or not? Pete meets with the librarian on October 1st, they have a productive session and both have agreed to follow-up on their "to do" items as a result of this meeting. They plan to email each other with the answers to the issues presented and both expect resolution within 30 days. Pete dutifully makes an appointment to get together again in 90 days. Since 90 days represents New Year's Day and neither Pete nor the info pro expects to be working that day, they settle on the next meeting to be on January 3, 2016.
important, and I would expect these speakers to be back with more granular data next year. Furthermore, Pete has sent all the libraries some visual aids describing the contents of the database along with five easy-to-prepare recipes for preparing freshly caught fish. And all the "to do" items from the last meeting have been resolved. The next meeting is set for March 1st. ü March 1, 2016 -Two events will occur on this day. Pete will show up at the Monkfish Library and the librarian will receive the renewal notice of this database by email since most companies in the information business send renewals out at least 90 days or more prior to lapse of the subscription. Pete's goal for this meeting is to ascertain whether the library is happy with the current service, if all previous issues have been resolved and what the status is for the renewal that is due by June 30th. The goal of the information professional is to alert Pete to any new issues, confirm that all previous issues have been resolved, whether there are any new issues to deal with, and inform him of the intent of the library to either renew the service or not. ü July 1, 2016 -If all goes well, the renewed subscription for "Trout Fishing" will enter its' second year as a resource at the library. And the cycle repeats itself to ensure that the library is getting the appropriate information, the company has secured the renewal revenue and both Pete and the librarian have properly done their jobs. In summary, satisfaction can only be achieved when both the sales rep and the information professional are in communication. That communication will be a result of scheduled visits, phone calls, and emails between the two. All of which makes the post-sale relationship between the two parties just as important, if not more so, than the relationship that led to the initial sale.
Two songs, neither of which have any connection to renewing database subscriptions, occurred to me that describe the feelings of the salesperson as the information professional determines whether or not to renew. I can think of no better song title to reference when the renewal is secured than "I Thank You" written by David Porter 
